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August 22, 1989 


Ms. Elizabeth Butson 

Vice President, New Products Marketing 
Philip Morris U.S.A. 

120 Park Avenue 
New York, NY 10017 

RE: Cartier Creative/Marketing Rationale 


Dear Elizabeth: 

As you suggested in our last Cartier meeting, the Agency has 
prepared a "we believe" document that summarizes the thought 
process used to arrive at the "Dream" campaign. While it — 
may be a bit lengthier than we had discussed, we thought it 
would provide you with a good think piece for your 
discussion with Cartier. 

We hope it will be helpful and that your meeting goes 
smoothly. — 


Sincerely, 


Claudia S. Berk 
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Source: https://www.industrydocuments.ucsf.edu/docs/jqgn0004 
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